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Fenomena yang menguatkan penelitian  ini bahwa banyak peritel 
yang didirikan dan diantara peritel memiliki cara yang relatif sama 
untuk membangun loyalitas, salah satunya adalah dengan mengeluarkan 
membercards. Namun kenyataan menunjukkan bahwa seorang 
konsumen bisa memiliki lebih dari satu bahkan lebih dari tiga 
membercards dari peritel yang berbeda. Untuk itu, penelitian ini  
bertujuan mengetahui pengaruh CRM terhadap loyalitas pelanggan di 
Carrefour Surabaya.   
Hasil penelitian ini menunjukkan bahwa komponen CRM yang 
meliputi customer service, frequency loyalty program, customization, 
reward program, s ternyata masih memiliki pengaruh sebesar 58,4% 
untuk membangun loyalitas pelanggan. Namun pengujian secara parsial 
menunjukkan bahwa meliputi customer service, frequency loyalty 
program, customization, dan reward program adalah komponen CRM 
yang memiliki pengaruh untuk membangun loyalitas di Carrefour 
namun community building tidak memiliki pengaruh. Hal ini disebabkan 
karakteristik konsumen Surabaya yang lebih individual sehingga 
community building dinilai tidak mempengaruhi loyalitas. 
 
Kata kunci : Customer loyalty, customer service, customer service,  
frequency  loyalty program, customization, rewards programs, 








ANALYSIS OF THE INFLUENCE OF CUSTOMER RELATIONSHIP 










        The phenomenon of this study confirm that many established retailers 
and between retailers have a relatively similar way to build loyalty, one of 
hich is to issue membercards. But the fact that a consumer can have more 
than one even more than three membercards from different retailers. 
Therefore, this study aims to know the effect of CRM on customer loyalty 
in Carrefour Surabaya. 
       The results of this study indicate that the CRM component that includes 
customer service, frequency loyalty programs, customization, rewards 
program, it's still has the influence of 58.4% to build customer loyalty. 
However, partial test showed that includes customer service, frequency 
loyalty programs, customization, and the reward is a component of CRM 
programs that have the leverage to build loyalty in the Carrefour building 
community but has no effect. This is due to the characteristics of consumers 
more individual Surabaya that community building is not considered to 
affect loyalty. 
 
Keywords: Customer Relationship Management, Customer loyalty, 
customer service, customer service, frequency loyalty programs, 
customization, rewards programs, Community building, Carrefour 
 
 
 
 
 
 
 
